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ABSTRACT

Ania Izabela Rynarzewska
Stetson School of Business and
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College football programs are booming in popularity. College
football benefits both fans and schools. Those benefits differ
between small and large schools. This paper looked at reasons
why small, private schools should start football program,
Findings suggest a positive effect of fan identity, expectation
of enjoyment and perceived importance of football to the
school on intention to attend games and consume football
related goods. Relationship between intentions to donate and
enjoyment and importance were partially mediated by
intentions to consume. Fan identity had no direct effect on
intentions to donate. This study suggests that small-scale
football programs can benefit students and alumni as well as
the school itself.

Steven McClung
Stetson School of Business and
Economics
Mercer University

INTRODUCTION
The number of college football programs in the United States is currently 774, an all-time high for
the nation. According to the National Football Foundation, 66 schools have added football as a
varsity sport since 2008, three in the state of Georgia alone (footballfoundation.org, 2016). The
addition of football spans all types of organizations, from non-scholarship NAIA schools to NCAA
FBS schools. In the two divisions that require scholarships be made available to players, 253 schools
run football programs, 128 in 10 FBS conferences and 125 in the FCS. Given the high expense to
participating schools, the demand for football is obvious (NCAA.com ND).
Schools establish and fund football programs for a number of reasons. At the highest level, revenue
from media rights, merchandising, and game attendance is significant. For most schools, football
leads to positive exposure. And college football, for students, faculty, and alumni, is a cultural
stronghold and just plain fun. However, while these benefits certainly apply to larger universities,
smaller universities and colleges are less like to enjoy a financial windfall from media rights,
merchandising and attendance. What does a small school hope to gain from starting a football
program?
This paper examined the reasons that students and alumni gave in support of establishing a football
program at Mercer University when it was announced that the school would field a team at the FCS,
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non-scholarship level the first year and subsequently move to FCS scholarship football the following
year.
LITERATURE REVIEW
The importance of football has caused some universities to bring back football program that had
lapsed. East Tennessee State, which competes at the FCS level, revived their football program in
2015, twelve years after closing it down in 2003. One of the reasons for disbanding the program was
financial (Ellis, 2014). The Board of Trustees of the University of Alabama at Birmingham shut
down the FBS program in 2015, but the same board overturned the decision less than a year later
after an outpouring of promised donations from angry fans, community members, and students
(houstonchronicle.com, 2015). Officially, the school cited more than $17 million in pledged donations
as the reason for reversing course (foxnews.com, 2015). After shutting down its football program 30
years ago, Wichita State University is rumored to be reestablishing it. WSU president, John Bardo,
is reportedly behind the decision and recently tweeted a picture of a would-be WSU Shockers football
helmet. That particular tweet was shared more than 2,100 times and viewed by 40,000 people, and
final word on program resurrection might be revealed to the public soon (New, 2016).
One reason that a school might want to have a football program is the media exposure that football
generates. Large conferences (e.g., Big Ten and SEC) have signed multi-year, multi-network
contracts that virtually guarantee that every team in the conference plays in a broadcasted game
sometime during the week. The University of Texas has its own network, which is a combination of
broadcast and digital platforms. Smaller FBS conferences, such as Conference USA, have worked
with broadcast and cable networks, ESPN Networks, CBS Sports Network, American Sports
Network and newcomer IN SPORTS (ConferenceUSA.com, 2016) as well as establishing their own
digital networks to extend their reach (DiCaprio, 2016). Even FCS schools, which offer the smallest
football scholarships, can be found on the airwaves, cable, and the internet. These schools have
signed contracts with ESPN, ESPN3, Fox Sports, and The American Sports Network, which reaches
most of the country (americansportsnet.com 2016).
Another reason to start and maintain a football program, according to alumni and administrators, is
the experiential value that college football provides for alumni, students, and fans. The University of
North Carolina at Charlotte announced that it was adding football in 2008. At the time, Athletic
Director Judy Rose explained the decision: “We’re adding it to complement the growth of the
university. Perception-wise, it makes you more of a complete university and more of a complete
athletic program” (Smith, 2013). Still, others believe that football culture and its importance to fans
is an essential reason to sponsor football. Commenting on the reasons to start football at the
University of Texas at San Antonio, Texas Monthly writer Jason Cohen noted that “a university
without a football team, especially in Texas, is like a song without a chorus” (Cohen, 2011).
Of course, the main reason that most stakeholders acknowledge is money. Schools in the larger FBS
conferences have signed lucrative TV contracts. The Big Ten has a multi-year contract with ESPN
worth $2.64 Billion (Facher, 2016). The Southeastern Conference negotiated with ESPN for $2
Billion (Associated Press 2008) and signed an additional contract with CBS for more money and
exposure. The PAC-12 signed with several networks for nearly $3 Billion (Rosenblatt, 2011). Even
some of the smaller FBS conferences have signed long-term television contracts that will provide
millions in revenue. The Mid-American Conference signed a thirteen-year deal with ESPN worth
more than $100 million, roughly $8 million a season (Vance, 2014). While not all schools profit as
greatly from television, merchandising is another source of revenue. In 2014, college merchandising
pool totaled $209 million (Heitner, 2014).
Not many studies have focused on the benefits of starting a football program at a smaller school.
Recently, McClung and Rynarzewska (2015) found several factors that affect student intention to
attend the games of a newly started football program: attitude, normative beliefs, identity, and
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loyalty to school. Other than potential (implied) benefits of student attendance, their study did not
analyze the benefits of running a football program to the school itself or the students. The reasons
that individuals might want to support a fledgling football program at a small school are worth
examining.
Generally speaking, people go to sporting events to benefit from their attendance. At the very least,
going to a sporting event can be quite enjoyable. A number of individual motivations for general
sports spectatorship have been measured and documented (Funk and James, 2001): vicarious
achievement, positive stress release, entertainment, aesthetic enjoyment, drama, escape from
everyday life, community ties, and group affiliation. Other studies have focused on peer involvement
through peer influence or other external influences such as stadium conditions or rewards through
marketing programs (Trail et al., 2003; Wann et al., 2001). Most individual motivations are
associated with some type of emotional response. In other words, people attend sporting events due
to an anticipated benefit that is, much of the time, affective in nature. While many motivations have
been identified, the general consensus is that individuals attend games to experience enjoyment and
entertainment. It is expected, therefore, that the intention of students or alumni to attend a football
game would be positively affected by the level of anticipated enjoyment (Zillmann et al., 1989).
H1: Enjoyment expectation positively affects intention for football consumption.
For fans, watching football does more than provide enjoyment. College football can also generate a
sense of status or a feeling of importance (Jaschik, 2012). College football has been found to maintain
alumni’s ties to their university (Sternberg, N.D.). Prior research has found a difference in
consumption between those who enjoy the game and those who have a personal relevance for the
game: “Distinguishing between individuals who merely enjoy watching an event and those who think
of sport as an important part of their life requires understanding the psychological motivations that
influence sport consumption” (Trail and James, 2001, p. 109). Potential consumers might want to
attend a game because they expect to have fun, but this intention does not mean they are fans, nor
does it predict future involvement. Sport consumers who attend games because they consider football
important are likely to have different experiences from casual sport consumers. These differences
necessitate measuring (a) expectation of enjoyment when deciding whether to attend the games of a
new football program and (b) perception of the new program as an important part of the university
as a whole. Considering that, the importance of football is operationalized here, in terms of
perceptions about new football program as being an important part of their university. Therefore, it
is expected that perceived importance of a new football program and intention to consume programrelated products would be positively related.
H2: The perceived importance of a new football program positively affects intention to consume
program-related products.
The importance of identity cannot be underestimated when exploring the connection between sport
(Heere and James, 2007) and universities. Derbaix et al. (2002) suggested that purchasing
merchandise boosts fan identification and team loyalty. According to social identity theory, identity
consists of numerous meanings that people assign to the multiple roles they typically play in society
(Stryker and Burke, 2000). Individuals often hold numerous identities (Reed, 2002), which are not
necessarily in conflict with one another. An identity can be viewed as a role that one plays (Ashforth
et al., 2008), such as wife, husband, mother, brother, student, fan of a team, and alumnus of a
university. These roles are very real to people, often driving behavior. Therefore, if consumers who
consider themselves football fans act in congruence with the role of “fan,” they are likely to attend
games, buy merchandise, follow statistics, and post thoughts and responses on social media. In other
words, they are likely to be consumers of football-related products. Accordingly, it is expected that
football fan identity and intention to consume program-related products would be positively related.
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H3: Football fan identity positively affects intention to consume football program-related products.
One reason football programs are considered important is that they create a pipeline for donations.
In 2014, donations to college athletic programs totaled $1.26 billion (Wolverton and Kambhampati,
2015). That year, Texas A&M raised more than $93 million, second to the all-time high posted by the
University of Oregon ($133 million). Administrators have long considered success on the field a
catalyst for donations. One study confirmed that a good record in football led to a rise in donations
(Young, 2012), which are considered indirect benefits of a successful athletic program (Goff, 2000).
Furthermore, donations do not necessarily depend on post-season play (Grimes and Chressanthis,
1994), which is less likely for small schools with unestablished teams. As individuals attend games,
purchase merchandise, and otherwise consume football-related products, they demonstrate
commitment to their team and begin to identify with it (Wann et al., 2001). Identification is a
voluntary process through which individuals develop ties to groups, other people, and organization
(Reed, 2002). Individuals who identify with an organization tend not only to be loyal to that
organization but also to donate additional resources for its betterment (Lichtenstein et al., 2004).
Based on previous findings, final two hypotheses were proposed.
H4:Consumption
behavior
positively
affects
intention
to
donate
to
the
school.
H5: Intention to consume mediates the relationship between intention to donate and three different
predictors: (a) perceived importance of football, (b) enjoyment expectation, and (c) fan identity.
METHOD
One year before Mercer University was scheduled to begin its new football program, a survey was
conducted among students and alumni to determine attitudes and intentions related the
program, the school offering the program, and potential consumption behaviors. For the purpose of
the study, university administrators were asked to comply and provide the researchers with email
addresses to contact students and alumni. Over 2000 online surveys were emailed, primarily to
undergraduate students. Data was collected over a six-week period in the fall semester prior
to launching the football program. Participation in the study was voluntary.
In the survey, participants were asked a number of demographic and attitudinal questions on 7point Likert-type scales. Enjoyment expectations were measured using a three-item scale (e.g.,
“Going to Mercer University football games will be enjoyable”), perceived importance of football to
the school was measured using a three-item scale (e.g., “I think football is important to Mercer”), and
football fan identity questions were derived from social identity theory (Tajfel and Turner, 1979).
Anticipated consumption behaviors were measured using seven items about intention to attend the
game, buy merchandise, follow university social media outlets, etc. Finally, intention to donate was
measured using two items (e.g., “A football program at Mercer will increase my intention to donate
to Mercer athletics as alumni”).
ANALYSIS
Preliminary analysis
The survey was completed by 727 individuals (54.3% female). The sample was nicely distributed
among freshmen (22.1%), sophomores (19.1%), juniors (24.9%), seniors (16.8%), graduate students
(9.8%), and alumni (6.2%). Given that the institution offered predominantly undergraduate
education, the lower number of graduate students was expected and appropriate. The average
age was almost 22 years (M = 21.9, SD = 5.6).
After considering descriptive statistics, a confirmatory factor analysis (CFA) statistically confirmed
model fit and enabled estimation of factor loadings and average variance extracted (AVE). All
parameter estimates had factor loadings (λ) above the minimum of .707 and were significant at p
< .001, and AVE for the construct was above .5 (Fornell and Larcker, 1981). Each construct was
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measured by at least two or three items, except for the consumption factor, which was measured by
seven items. All scales had Cronbach’s alpha values above .8 (George and Mallery, 2003) (see Table
1).
Table 1. Factor Loadings (β), Standard Errors (SE), Cronbach’s alpha (α), and AVE
values for Consumption, Donation, Importance, Enjoyment, and Identity
Factor and Item

β

SE

I plan to buy more Mercer merchandise

0.708

0.020

I plan to go see most Mercer home games

0.817

0.015

I intend to tell my family and friends about Mercer football

0.876

0.010

0.839

0.014

0.856

0.011

0.816

0.015

0.887

0.010

Consumption

I intend to talk about Mercer football on my Facebook/social media
page
I intend to use the media to follow Mercer football stats and
information
I plan to tailgate at Mercer football games
I will invite people who aren’t Mercer students to come to Mercer
football games
Donate
As a student, I would be willing to donate to a student booster group

0.793

0.020

A football program at Mercer will increase my intention to donate to
Mercer athletics as an alumni

0.938

0.013

Importance
Going to MU football games is important

0.885

0.009

Football is an important part of MU

0.964

0.007

I think football is important to Mercer University.

0.961

0.008

Enjoyment
Going to MU football games will be enjoyable
Attending football games will be a fun thing to do at Mercer
University.

0.956

0.007

0.966

0.007

I will enjoy having football at MU

0.922

0.005

Identity
I am a football fan

0.984

0.005

I consider myself a fan of football

0.995

0.003

I am a fan of football

0.987

0.004

α

AVE

0.939

0.689

0.850

0.754

0.952

0.879

0.960

0.899

0.994

0.977

Main analysis
Structural equation modeling (SEM) in Mplus 6.0 (Muthen and Muthen, 2010) was used to analyze
the hypothesized model. SEM allows for simultaneous testing of effects of independent variables on
dependent variables. SEM is an efficient way of testing the relationship between independent and
dependent variables, especially in mediation analysis (Iacobucci et al., 2007). A robustness estimator,
the Satorra-Bentler correction, was used because of the multivariate lack of normality in the data.
The Satorra-Bentler correction, referred to as the maximum likelihood parameter (MLM), “estimates
with standard errors and a mean-adjusted chi-square test statistic that are robust to non-normality”
(Muthen and Muthen, 2010, p. 533).
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Rather than analyzing the Chi Square test, which typically is not applicable when using the MLM
estimator, we examined the fit indices. The Comparative Fit Index (CFI) for this model was 0.953,
while the Tucker-Lewis Index (TLI) was 0.944; the best cut-off value for CFI and TLI for rejection
is .95 or .96 (Hu and Bentler, 1999). The Root Mean Square Error of Approximation (RMSEA) for the
model was 0.085. where results under 0.8 are considered within appropriate limit (Kline, 2005).
Even though this value was just above the cut-off value of 0.08 (Kline, 2005), RMSEA is known to be
sensitive to a large number of parameters in a model. However, the Standardized Root Mean
Residual (SRMR), which is not sensitive to that condition, was 0.043, well below the accepted value
of .08 (Hu and Bentler, 1999). This fit results in a lower Type II error rates within adequate degree
of acceptance of Type I error (Hu and Bentler, 1999). Overall model fit was acceptable to good (Hu
and Bentler, 1999; Kline, 2005), allowing for hypothesis testing with adequate confidence.
H1 predicted that expected enjoyment from attending a football game would positively affect
anticipated consumptions behaviors. The results supported this prediction (β = .530, SE = .029, p
< .001). Therefore, hypothesis one was supported. H2, which predicted that the perceived importance
of a new football program to the university would positively affect anticipated consumption behaviors,
was also supported (β = .379, SE = .031, p < .001). H3 predicted that football fan identity would
positively affect consumption behaviors. While the results do indicate a positive relationship (β
= .090, SE =.021, p < .001), the effect was not strong. Nonetheless, H3 was supported. H4, which
predicted that anticipated consumption behaviors would affect intention to donate to the university,
was supported (β = .710, SE = .074, p < .001).
Finally, three separate mediated relationships were tested. First, consumption behaviors were
expected to mediate the relationships between expected enjoyment and intention to donate. The
results indicate partial mediation based on the approach used in Iacobucci et al. (2007). The path
between expected enjoyment and consumption behaviors was significant (β = .530, SE = .029, p
< .001), and the path between consumption behaviors and intention to donate was significant (β
= .710, SE = .074, p < .001). That both paths were significant simultaneously indicates some
mediation. Next, the Sobel test was conducted (Sobel, 1990). The results (Sobel statistic = 8.49, p
< .001), combined with the significant path from expected enjoyment to intention to donate (β = -.282,
SE = .054, p < .001), suggest partial mediation. A significantly larger proportion of variance in
intention to donate was explained via the indirect path than the direct path. However, the negative
direct path and positive direct path suggest that mediation was inconsistent and that consumption
was acting as a suppressor (Mackinnon et al. 2007). The total effect was, therefore, small. The effect
size of the indirect effect, a multiplication of both partial correlations (rr = .376) was large (Shrout
and Bolger, 2002), while the direct effect was small to medium (Cohen, 1988). Partial mediation was
also found between perceived importance of football and intention to donate. This path was
significant (β = .379, SE =.031, p < .001), and the Sobel test was significant (Sobel statistic = 7.55, p
< .001). Taken together, these findings suggest partial mediation, with a significantly larger variance
explained by the indirect path. The effect size of the indirect effect (rr = .269) was large, and the
effect size of the direct effect was small to medium. The mediating effect of consumption between
football fan identity and intention to donate was complete. The path between fan identity and
intention to donate was non-significant. However, because the Sobel test was significant (Sobel
statistic = 3.91, p < .001) and the paths between fan identity and consumption and between
consumption and intention to donate were significant, the relationship between fan identity and
intention to donate can be considered fully mediated by consumption (see Figure 1). The effect size of
the indirect effect (rr = .0639) was small to medium (Shrout and Bolger, 2002). The results of
mediation analyses support H5.
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Figure 1. Representation of hypothesized relationships with results

IMPLICATIONS AND APPLICATIONS FOR MARKETING PRACTITIONERS
When a smaller school considers starting a new athletic program, the types and magnitude of benefit
to the school and student body should be considered. While the benefits of a small-scale program to a
small university are likely to differ from the benefits enjoyed by large, well-established programs,
the findings of the current study are encouraging to any small university that is considering starting
a football program. First, students clearly expected to enjoy attending games of a newly established
program. However, this finding is not very surprising, regardless of the size of the school. The
negative relationship between expected enjoyment and intention to donate, on the other hand, might
be surprising, but this finding is quite common in the literature. Researchers have clearly
differentiated between individuals who consume sport for short-term enjoyment and individuals who
are strongly attached to a team. The first are spectators who enjoy a particular sport, while the
latter more likely identify as true supporters of a team or a coach (Giulianotti, 2002). Both groups
might attend games as a form of escape or enjoyment, but their level of attachment differs (Robinson,
et al., 2005). This trend emerged from the data in the current study. Most participants reported that
attending a game would be enjoyable, but only those who truly considered a football program to be
important to the university as a whole reported a strong intention to donate money to the program
and the school. The small effect of football fan identity, which is not the same as identification or
attachment, on anticipated consumption is surprising from a theoretical perspective. However,
practically speaking, the students who chose to attend the small private university where the data
was collected had done so more for academic reasons than the athletic programs it had to offer. At
the same time, participants who were attending the school at the time of the study might not have
identified as football fans. At the time, Mercer University was simply not a “football school.” This
perception might explain why football fan identity and the relationship between football fan identity
and consumption were weak.
These findings suggest the need to differentiate between marketing strategies for spectators and
marketing strategies for fans. Fans (i.e., individuals who attend games for enjoyment and because
they believe a football program is important to their university) are more likely to donate to the
school. Accordingly, the University Foundation development team should build strong relationships
with fans. At the same time, game day marketing teams should ensure that the event, including all
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associated entertainment, offers a valuable and enjoyable experience to both fans and spectators to
maximize attendance and revenue (e.g., ticket sales, merchandise, and concessions).
Now that the university under study has established its football program, anecdotal evidence
suggests that the school has benefited from increased consumption (e.g., all-time high merchandise
and ticket sales) and a boost in donations. Based on this particular scenario, other small private
schools might gain from starting a football program. Students are likely to expect enjoyment from
attending home games, and the university is likely to experience direct returns on investment
through merchandise, ticket, and concession sales and indirect benefits through alumni donations.
LIMITATIONS
The current study has several limitations. First, data collection relied on a convenience sample of
students already attending the university. Second, the study relied greatly on intention to consume
and donate and enjoyment expectation at a time when the football program had not even started.
However, based on the expectancy-value theory of motivation, humans, even children, behave in
certain ways because they expect rewards associated with their actions (Wigfield and Eccles, 2000).
Therefore, asking consumers how they might behave based on expected rewards (e.g., whether and
why students might attend home football games if a football program were established) is perfectly
valid when data about actual consumption and actual rewards are unavailable. In order to
determine whether students might benefit from a football program, the current study looked at two
motivations behind football game attendance: expected enjoyment and perceived importance of
football. This examination also has a clear managerial benefit. Findings of the current study should
help university managers decide whether to start a football program and help marketers allocate
resources and segment stakeholders to maximize revenue and donations. Given its findings, along
with more recent anecdotal evidence, the benefits of the current study outweigh its limitations.
REFERENCES
Americansportsnet.com, (2016). FCS. http://americansportsnet.com/tag/fcs/
Ashforth, B.E., Harrison, S.H. and Corley, K.G., 2008. Identification in organizations: An
examination of four fundamental questions. Journal of Management, 34(3), 325-374.
Ashforth, B.E., and Mael, F., 1989. Social identity theory and the organization. Academy of
Management Review, 14(1), 20-39.
Associated Press (2008). ESPN signs 15-year deal with SEC.
http://www.espn.com/college-sports/news/story?id=3553033
Cohen, Jacob. (1988). Statistical power analysis for the behavioral sciences (rev. ed.). Hillsdale, NJ:
Erlbaum.
Cohen, Jason. (2011). Because San Antonio is a football town! Well, almost. Texas Monthly,
September 2011.
http://www.texasmonthly.com/articles/because-san-antonio-is-a-football-town-well-almost/
ConferenceUSA.com (2016). C-USA announces preliminary TV schedule
http://conferenceusa.com/news/2016/7/11/FB_0711163946.aspx
Derbaix, C., Decrop, A. and Cabossart, O. (2002). Colors and Scarves: The Symbolic Consumption of
Material Possessions by Soccer Fans. Advances in Consumer Research, 29, 511-518.

50

Journal of Applied Marketing Theory
Vol. 7 No. 2, Page 43 - 53, September 2017
ISSN 2151-3236

DiCaprio, D. (2016, September 15). How conference USA and campus insiders are making it easier
for fans to access content. SportTechie.
http://www.sporttechie.com/2016/09/15/industryinsights/interviews/how-conference-usa-and-campusinsiders-are-making-it-easier-for-fans-to-access-content/
Ellis, Z. (2014, February 28). Back in the game: Phillip Fulmer and the rebirth of East Tennessee
State football. Sports Illustrated.
http://www.si.com/college-football/campus-union/2014/02/28/phillip-fulmer-etsu-football
Facher, L. (2016, June 20). Report: Big Ten getting $2.64 billion in new TV deal. Detroit Free Press.
http://www.indystar.com/story/sports/college/2016/06/20/report-espn-pay-more-than-1-billion-big-tenfootball-games/86133418/
footballfoundation.org, (2016) Number of colleges and universities offering football reaches all-time
high of 774
http://www.footballfoundation.org/News/NewsDetail/tabid/567/Article/55626/number-of-colleges-anduniversities-offering-football-reaches-all-time-high-of.aspx
Fornell, C. and Larcker, D. (1981). Evaluating structural equation models with unobservable
variables and measurement error. Journal of Marketing Research, 39-50.
foxnews.com (2015, June 1). UAB reboots football program. Fox News Sports. http://
www.foxnews.com/sports/2015/06/01/uab-reboots-football-program.html
Funk, D. and James, J. (2001). The psychological continuum model: A conceptual framework for
understanding an individual’s psychological connection to sport. Sport Management Review, 2,
119-150.
George, D. and Mallery, P. (2003). SPSS for Windows step by step: A simple guide and reference. 11.0
update (4th ed.). Boston: Allyn & Bacon.
Giulianotti, R. (2002). Supporters, followers, fans and flaneurs: a taxonomy of spectator identities in
football. Journal of Sport and Social Issues, 26(1), 25-46.
Goff, B. (2000). Effects of University Athletics on the University: A Review and Extension of
Empirical Assessment. Journal of Sport Management, 14(2), 85-104.
Grimes, P. and Chressanthis, G. (1994). Alumni contributions to academics: The role of intercollegiate
sports and NCAA sanctions. American Journal of Economics and Sociology, 53(1), 27-40.
Heere, B and James, J. (2007). Sport teams and their communities: Examining the influence of
external group identities on team identity. Journal of Sport Management, 21, 319-337.
Heitner, D. (2014, June 17). Sports Licensing Soars To $698 Million In Royalty Revenue. Forbes.
http://www.forbes.com/sites/darrenheitner/2014/06/17/sports-licensing-soars-to-698-million-in-royaltyrevenue/#37e2bdb641b7
houstonchronicle.com (2015, June 1). Around sports: UAB aiming to restart football in 2016. Houston
Chronicle.
http://www.houstonchronicle.com/sports/article/Around-sports-UAB-aiming-to-restart-footballin-6300578.php

51

Journal of Applied Marketing Theory
Vol. 7 No. 2, Page 43 - 53, September 2017
ISSN 2151-3236

Hu, L. and Bentler, P. (1999). Cutoff Criteria for Fit Indexes in Covariance Structure Analysis:
Conventional Criteria versus New Alternatives. Structural Equation Modeling: A Multidisciplinary
Journal, 6(1), 1-55. DOI: 10.1080/10705519909540118
Iacobucci, D., Saldanha, N., and Deng, X. (2007). A Meditation on Mediation: Evidence that
Structural Equations Model Perform Better Than Regressions. Journal of Consumer Psychology,
140-154
Jaschik, S.(2012,August) Status and college football. Inside Higher Ed.
https://www.insidehighered.com/news/2012/08/21/sociologists-offer-explanations-link-betweenfootball-and-american-universities
Kline, R. (2005). Principles and practice of structural equation modeling. New York: The Guilford
Press.
Lichtenstein, D., Drumwright, M., and Braig, B. (2004). The effects of corporate social responsibility
on customer donations to corporate-supported non-profits. Journal of Marketing, 68,(4), 16-32.
McClung, S. and Rynarzewska, A.I., 2015. Purchase intention behind Mercer University’s inaugural
football team. International Review on Public and Nonprofit Marketing, 12(2), 155-167.
Muthén, L. and Muthén, B. (1998-2010). Mplus User’s Guide. Sixth edition. Los Angeles, CA:
NCAA.com (2016). List of FBS and FCS schools. http://www.ncaa.com/
New, J. (2016). You can build it. They may not come. Inside Higher Ed, July 2016.
https://www.insidehighered.com/news/2016/07/18/despite-long-odds-universities-start-or-resume-bigtime-football-programs
Reed, A. (2002). Social Identity as a Useful Perspective for Self-Concept–based Consumer Research.
Psychology and Marketing, 19(3), 235–266.
Robinson, M.J., Trail, G.T., Dick, R.J. and Gillentine, A.J., 2005. Fans vs. spectators: An analysis of
those who attend intercollegiate football games. Sport Marketing Quarterly, 14(1), 43-53.
Rosenblatt, R. (2011). Breaking down the Pac-12's new TV deal with ESPN/Fox & Pac-12 network.
SB Nation.
http://www.bruinsnation.com/2011/5/4/2153940/breaking-down-the-pac-12s-new-tv-deal-with-espn-foxpac-12-network
Shrout, P. E., and Bolger, N. (2002). Mediation in experimental and nonexperimental studies: New
procedures and recommendations. Psychological Methods, 7, 422-445.
Smith, M. (2013). The birth of a program. Street and Smith’s Sports Business Daily. November 25,
2013.
http://www.sportsbusinessdaily.com/Journal/Issues/2013/11/25/Colleges/UNCC-football.aspx
Sobel, M. E. (1990). Effect analysis and causation in linear structural equation models.
Psychometrika, 55(3), 495–515.
Sternberg, R. (N.D.) College Athletics: Necessary, not just nice to have. National Association
of College and University Business Officers.

52

Journal of Applied Marketing Theory
Vol. 7 No. 2, Page 43 - 53, September 2017
ISSN 2151-3236

http://www.nacubo.org/Business_Officer_Magazine/Business_Officer_Plus/Bonus_Material/College_A
thletics_Necessary_Not_Just_Nice_to_Have.html
Stryker, S., and Burke, P. (2000). The past, present, and future of an identity theory. Social
Psychology Quarterly, 63(4), 284-297. https://doi.org/10.2307/2695840
Tajfel, H. and Turner, J. (1979). An integrative theory of intergroup conflict. In W. G. Austin and S.
Worchel (Eds.). The social psychology of intergroup relations. pp. 33–47. Monterey, CA: Brooks/Cole.
Trail, G. and James, J. (2001). The motivation scale for sport consumption: Assessment of the scale's
psychometric properties. Journal of Sport Behavior, 24(1), 108-127. Retrieved from http://proxys.mercer.edu/login?url=http://search.proquest.com/docview/215882943?accountid=12381
Trail, G., Fink, J. and Anderson, D. (2003). Sport Spectator Consumption Behavior. Sport Marketing
Quarterly, 12(1), 8-17.
Vance, B. (2014). The New MAC - ESPN TV Deal Explained. SB Nation.
http://www.hustlebelt.com/2014/8/19/6045303/explaining-the-new-mac-espn-tv-deal
Wann, D.L., Melnick, J., Russell, W. and Pease, G. (2001) Sport Fans – the Psychology and Social
Impact of Spectators. New York: Routledge.
Wigfield, Allan, and Jacquelynne S. Eccles (2000). Expectancy–value theory of achievement
motivation." Contemporary educational psychology, 25(1), 68-81.
Wolverton, B. and Kambhampati, S. (2015, January 15). Colleges raised a record $1.26-billion for
sports in 2014. Chronicle of Higher Education.
http://www.chronicle.com/article/Colleges-Raised-aRecord/151543/?key=SmMlIQNhZiBAbHAyZT1IZTpQbic4ZEl/aydCYnN0bltcFA==
Young, E. (2012, July 3). The Gridiron payoff? Inside Higher Ed.
https://www.insidehighered.com/news/2012/07/03/report-finds-alumni-giving-among-other-areascorrelated-football-success
Zillmann, D., Bryant, J. and Sapolsky, B. (1989). Enjoyment from sports spectatorship. Sports,
Games, and Play: Social and Psychological Viewpoints, 2, 241-278.
ABOUT THE AUTHORS
Steven McClung is a Senior Associate Dean Stetson School of Business and Economics on Macon
Campus and VP of Operations at Mercer Innovation Center. He earned his PhD at a University of
Tennessee. At Mercer University, he teaches courses in Marketing Strategy, Consumer Behavior,
Sports and Entertainment Marketing, and Foundations of Marketing.
Ania Izabela Rynarzewska is an Assistant Professor in Sports Marketing and Analytics at Mercer
University. She earned her Bachelor's, Masters and PhD degrees from Florida State University
where she also competed as a Division I tennis player. After she earned her PhD she worked as a
pricing analyst at Corning Cable Systems before taking a position at Mercer University Stetson
School of Business and Economics. She was a founding director and played an important role in
establishing Masters of Science of Business Analytics at Mercer University Atlanta Campus.

53

